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Abstract Many existing studies postulate that in develop-
ing economies philanthropy tends to dominate in the CSR
orientation delivered by organizations and expected by local
populations. To assess this in the emerging economy ofDubai
in the United Arab Emirates, we conducted a preliminary
investigation of how locals are responding to the growing
number of CSR initiatives that are being implemented in the
Emirate. Moreover, given that scholars have argued that
Islamic principles of philanthropy should guide CSR initia-
tives in Muslim countries, we also consider if our Emirati
respondents connect CSR with Islamic philanthropy. Results
from our survey of 267 local Muslim consumers in Dubai
indicate that CSR is not typically equated with philanthropy.
In addition, respondents displayed an appreciation of the
economic benefits that CSR can generate. The implication is
that organizations in Dubai no longer need to base their CSR
on the platform of Islamic philanthropy as many scholars
have argued. Our findings are significant for the wider Gulf
region in that they suggest that in wealthy emerging nations,
CSR may not be predominantly interpreted as the corporate
philanthropy which is needed in poorer developing econo-
mies for the provision of infrastructure, schools, hospitals,
and housing, and which in some Muslim contexts is also
implemented because of local religious values.
Keywords CSR  Philanthropy  Islam  Dubai  Middle
East  Religion  Zakat
Introduction
Recent years have witnessed much investigation of the
understanding and implementation of corporate social
responsibility (CSR) beyond Western contexts (e.g., Are-
valo and Aravind 2011; Ramasamy and Ting 2004; Ringov
and Zollo 2007; Robertson 2009). Scholars have begun to
test the validity of CSR models in many emerging econo-
mies and variations have been widely reported in the way in
which CSR is perceived in different cultural and economic
contexts (Muthuri et al. 2009; Jamali et al. 2009a; Planken
et al. 2013). A significant distinction in the research on CSR
is that between philanthropic CSR, the donating of money or
other resources for the improvement of community welfare,
and ethical CSR, which is concerned more with corporate
decision-making based on laudable, recognizable, socially-
conscious values (Carroll 1979). Practicing one type of CSR
more than another is termed the Corporate Social Respon-
sibility Orientation (CSRO) that corporations maintain.
Carroll (1979) identifies four sets of priorities that corpo-
rations fulfill in a set order when constructing their CSR
policies. These are: (i) economic concerns which imply that
corporations must first and foremost be profitable; (ii) legal
concerns which imply that corporations must abide by the
law; (iii) ethical concerns which imply that theymust behave
in s socially acceptable way; and (iv) philanthropic concerns
which imply that they can engage in charitable giving. He
postulates, for instance, that once corporations in Western
contexts have taken care of their economic and legal
responsibilities, they then privilege ethical CSR and focus
on being a good corporate citizen with little or no emphasis
given to philanthropic concerns. In contrast, Visser’s (2007)
study of CSR in developing countries maintains that cor-
porations first take care of their economic responsibilities,
but that they then focus their CSR efforts on philanthropy
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with less emphasis on either legal or ethical concerns.
Recent studies of CSRO in emerging economies, however,
have revealed findings contradicting Visser’s (2007) asser-
tion, and more investigation is needed of how corporations
in the developing world construct their CSR initiatives as
well as of how these initiatives are perceived by local
populations.
In the Middle East in particular, studies of CSR and
CSRO remain in their infancy, although the 2012 collection
edited by Jamali and Sidani (2012) is a clear indication of
the scholarly interest in the region. Recent studies include
Jamali’s (2010) study of CSR orientations in MNCs in
Lebanon, Jamali et al.’s (2009a) comparison of managerial
CSR perspectives in Lebanon, Syria, and Jordan, and
Turker’s (2009a) survey of business professionals about
CSR and their commitment to the organization in Turkey.
Despite this interest, however, the majority of studies that
examine CSR and CSRO thus far in developing countries
have been conducted outside of the Arabian Gulf region,
notably in Africa (e.g., Lindgreen et al. 2009), South
America (e.g., Yakovleva and Vazquez-Brust 2012), and
Asia (e.g., Tian et al. 2011). In addition, with the exception
of the exploratory study of CSR by Katsioloudes and
Brodtkorb (2007) and the large-scale study by Rettab et al.
(2009) which investigated stakeholder perceptions of CSR
in Dubai, little is known about CSR in the United Arab
Emirates (UAE) and the wider Gulf Region. Similarly,
while there have been a number of recent studies that have
investigated the influence of Islam as the predominant
religion in the region, on various aspects of the corporate
world (e.g., Uygur 2009, on work ethics; Saeed et al. 2001,
on marketing ethics; Rice 2006, on environmental ethics),
there have, as yet, been very few studies that have looked at
the relationship between Islam and CSR orientation. One
exception is the study by Williams and Zinkin (2010) that
establishes a convergence between Islam and the principles
of responsible business practice outlined by the UN Global
Compact as a proposed set of standards for CSR across the
globe (http://www.unglobalcompact.org/).
Finally, the business case for identifying suitable CSR
platforms for Muslim markets is compelling since Muslims
represent approximately a quarter of the world’s popula-
tion, or 1.6 billion, and their spending power is on the
increase. In the USA alone, Muslim spending power is
cited as $170 billion (Hastings-Black 2011), and, in the
Arabian Gulf, the GDPs of countries such as Qatar,
Kuwait, and the UAE are among the highest in the world
(World Economic Outlook Database-September 2011).
The economic possibilities afforded by the rise in Muslim
spending power have led to research on issues related to
Islamic values in business. For example, Rice and Al-
Mossawi (2002) examine the targeting of Muslim groups
by profit-making organizations, Oumlil and Balloun (2009)
contrast how religion influences the ethical decision-mak-
ing of American versus Moroccan managers, and Schnei-
der et al. (2011) investigate the possible influence of
religious belief on consumer behavior among Christian
consumers in Germany and Muslim consumers in Turkey.
Given the notable increase in Muslim spending power,
most especially in the Arabian Gulf, and the large numbers
of MNCs now vested in the region, further investigation of
stakeholder expectations and preferred CSRO is both
necessary and timely. Our study aims to contribute to this
research stream.
Focus of Current Study
Our study’s purpose is twofold. First, we wanted to find out
what Emirati citizens know about CSR and CSR initiatives
in the emerging economy of Dubai in the UAE and fur-
thermore, if they did know about CSR in Dubai, whether
they would also show an awareness of different CSR ori-
entations, including the connection between the economic
concerns related to a corporation’s profits, and CSR ini-
tiatives in general. Scholars such as Rettab et al. (2009) and
Katsioloudes and Brodtkorb (2007), for instance, contend
that CSR is now a viable corporate strategy in Dubai that is
likely to impact both financial performance and corporate
reputation in a positive way, while Visser (2007) argues
that a philanthropic CSR orientation is likely to be highly
significant in developing nations and perceived in a posi-
tive light. On CSR in general and on the communication of
CSR in particular, Bhattacharya and Sen (2004) and Du
et al. (2010) argue that an awareness of a corporation’s
CSR initiatives and the causes with which it is associated
are important internal outcomes for stakeholders such as
consumers and employees. Once developed, awareness
then directly influences stakeholder behavior and the pos-
sibility that this will result in certain important external
outcomes including employee and consumer loyalty to a
corporation. In addition, Sen et al. (2006) provide empirical
support for the link between an awareness of CSR and
whether or not a stakeholder will invest in, purchase from,
or seek employment with, a particular organization (Sen
et al. 2006). Finding out what our respondents knew about
CSR in general, and CSR orientations in particular was
therefore necessary in determining whether CSR and
philanthropic CSR would be likely to influence the Dubai-
based Emirati population in a positive way.
Second, we also wanted to assess how the local religion
impacts the understanding of what CSR is, or should be, by
the Emirati community. Lindgreen et al. (2010, p. 229)
stress that ‘‘cultural aspects often determine what is required
and expected of organizations with regard to economic,
legal, ethical, and discretionary concerns,’’ and we therefore
attempt to identify how cultural issues related to Islam
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influence the population’s understanding and expectations of
CSR. In order to do this, we look specifically at the issue of
charity or zakat, which is a religious concept, prescribed in
Islam, and which is akin to what Quazi and O’Brien (2000)
consider to be the philanthropic view of CSR.
This study will first review the existing literature on CSR
orientation, the impact of religion on CSR, CSR in Dubai,
and Islamic philanthropy. We then present the methodology
that we use and we report and discuss our survey of 267
local Muslim consumers. The survey investigated respon-
dents’ familiarity with, and understanding of, the term CSR,
their belief in the capacity of CSR to contribute to economic
development, their knowledge of CSR initiatives in Dubai,
and what they perceived to be the relationship between CSR
and zakat. Finally, we summarize the implications of our
findings for corporations operating in the Middle East,
identify the limitations in our study, and make some sug-
gestions for future research.
Literature Review and Theoretical Background
to the Study
CSR Orientation
As we outline in our ‘‘Introduction,’’ the Four Step Pyramid
of CSR proposed by Carroll (1979, 1991) suggests that CSR
initiatives prioritize one or more of four sets of factors, or
orientations, relating to the economic, legal, ethical, and
philanthropic obligations a corporation has toward society in
general and its stakeholders in particular. This work has
been extremely influential in the 30-year period since it was
first put forward, and numerous scholars have investigated
CSR orientations and stakeholder response to those orien-
tations in a wide variety of contexts in the developed world.
Their findings suggest both similarities and differences with
Carroll’s assertions regarding the presence of and priority
assigned to a given orientation, driven by both industry
sector and geographical location (e.g., Esrock and Leichty
1998, on sector; Maignan and Ralston 2002, on location;
Podnar and Golob 2007, on stakeholder response).
Visser (2007) proposes an equally influential adaptation of
Carroll’s model to account for CSR orientations in the
developing world given the very different social and eco-
nomic context that corporations in emerging economies need
to deal with. He suggests a re-ordering of priorities such that
although economic obligations and the requirement to be
profitable remain in first place, philanthropic obligations
follow in second place, and lastly legal and ethical obliga-
tions. Once again, numerous scholars have investigated
Visser’s contentions in various emerging economies around
the world and have revealed a complex situation where the
priorities set for a particular CSR orientation, as well as the
stakeholder’s perceptions of that orientation, may be related
to a variety of different factors that go beyond just the geo-
graphical location of the corporate entity under investigation.
For instance, the studies by Arora and Puranik (2004), Sagar
and Singla (2004), Chapple and Moon (2005), and Muru-
ganantham (2010) all report on a philanthropic orientation as
a major concern for corporations in India. In contrast, how-
ever, Planken et al. (2013) found that Indian stakeholders
considered this to be their least preferred type of CSR ini-
tiative because of the possible association that there could be
with corruption (see also Sundaresan 2010). Likewise,
Lindgreen et al. (2009) found no evidence for a divergence
from Carroll’s original prioritization of CSR orientations in
their investigation of corporations in Botswana and Malawi,
but they did find differences in how CSR policy was
implemented in both countries depending on the structure of
the organization. Finally, Yakovleva and Vazquez-Brust
(2012) identify five categories of CSR reported by the mining
MNCs that they investigated in Argentina (economic, ethical,
environmental, legal, philanthropic) with philanthropic con-
cerns falling in fifth and last place. They also report that the
emphasis placed on each one was dependent on the corporate
entity involved and the industrial sector, and not on the fact
that the MNC was operating in an emerging economy; for
example, ethical responsibilities are defined by headquarters,
whereas environmental responsibilities are dealt with locally.
CSR Orientation in the Middle East
As mentioned above, not much is known about CSR and
CSR orientations in the Middle East, either in terms of
what corporations do, or of stakeholders’ perceptions and
expectations. The few studies that have been conducted,
however, indicate that the region may be fertile ground for
scholars with an interest in how CSR is operationalized in
the rapidly emerging economies it represents. Jamali
(2010), for instance, reveals a combination of global and
local CSR practices in the MNCs she investigated in
Lebanon, and Jamali et al. (2009a) report on both simi-
larities and differences in managerial perspectives on CSR
in Lebanon, Syria, and Jordan. Jamali et al. (2009b) found
that managers of SMEs in Lebanon equated CSR with an
obligation to support philanthropy, whereas MNC manag-
ers there were more likely to associate CSR with an ethical
orientation combined with a discretionary orientation
involving optional philanthropic contributions. Elsewhere
in the region, Turker (2009a, b) investigates the responsi-
bilities of corporations to different groups of stakeholders
in Turkey and the impact these responsibilities have upon
them, illustrating that a fine-grained approach is necessary
to capture the diversity that exists between the different
stakeholder groups. Finally, Rettab et al. (2009) show that
there is a direct link between CSR activity and the financial
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performance of Dubai-based corporations, as well as a
direct link between CSR activity and both corporate rep-
utation and employee commitment. What these studies
indicate is that the choice of a particular CSR orientation
may be determined by local values and expectations in the
Middle East region, and, equally, that these same values
and expectations may then affect how corporations are
viewed by their stakeholders.
Religion and CSR
Various aspects of the relationship between religion and
CSR have been noted in the literature. For example, Vitell
et al. (2005, 2006) investigate religiosity and consumer
ethics; Jamali and Sidani (2013) look at religiosity and
CSR orientation; Ramasamy et al. (2010) trace the rela-
tionship between religiosity, values, and support for CSR;
Kennedy and Lawton (1998) explore the link between
religiousness and business ethics; and Graafland et al.
(2006a) look at religious belief and executives’ perceptions
of business dilemmas. Specific groups of stakeholders have
also been studied with, for example, research conducted on
the impact of managers’ religion on their practice of CSR
(e.g., Arslan 2001) as well as on how religion and religi-
osity influence consumer behavior (e.g., Cornwell et al.
2005, Swimberghe et al. 2011). Of particular relevance for
the present study is the large-scale study by Brammer et al.
(2007) which draws on data gathered from 17,000 people
in 20 different countries to investigate the attitudes to CSR
displayed by adherents of different religions. It shows that
while, in general, there was little difference between
individuals who practiced different religions in their atti-
tudes to different CSR initiatives, Muslims in particular felt
that corporations should be concerned with charitable
activities. Similarly, the survey of Muslim entrepreneurs in
the Netherlands, conducted by Graafland et al. (2006b),
shows a difference in emphasis between Muslim business
people and their non-Muslim counterparts in various
aspects of socially responsible business practice, including
the belief that special attention should be given to dealing
with customers, looking after employees, and supporting
local community projects. These studies suggest that, in
some cases, the religion adhered to by a local culture will
influence how communities understand and evaluate dif-
ferent CSR initiatives, and consequently, that in order to be
effective, organizations need to take religious beliefs into
account in developing their CSR activities. Our study looks
at a specific aspect of Islam, namely, the religious precept
related to charitable giving called zakat, as it seems plau-
sible that Muslim consumers will make a connection
between zakat as required philanthropy on the part of
corporations, as we discuss below, and a philanthropic
orientation in CSR.
CSR and Religion in Dubai
The religion of Dubai is Islam and this incorporates an
active requirement to give alms. In Islam this is termed
zakat, the Arabic word for purity referring to the purity of
heart that is gained from giving charity to the poor. As one
of the Five Pillars of Islam, it has remained a cardinal fea-
ture of prescribed Islamic behavior since being instituted by
the Prophet Mohammed. Typically it operates as the vol-
untary donation of money to poorer sections of one’s com-
munity, as is the case in the UAE. In a few countries, most
notably Saudi Arabia, Malaysia, and Pakistan, the state
imposes an obligatory contribution of money for redistri-
bution to social causes (Marty and Appleby 1993). As Rice
(1999) has observed, zakat is an important element within
the Islamic concept of justice (adalah) which implies caring
for all members of society, and, as such, zakat has clear
implications for business practice. For example, a precept
relating to income redistribution is that ‘‘wealth should be
shared with those less fortunate’’ (Rice 1999, p. 351). Most
recently, Majaj and Kassis (2012) have argued that the
enduring presence of zakat as an important Islamic concept
is also likely to facilitate the related practice of CSR in the
region. It is possible that zakat may influence how Muslims
understand the concept of CSR, specifically that they are
most likely to associate CSR with the type of activities such
as the corporate giving that Carroll (1991) defines as phil-
anthropic CSR, and we explore this possible link in our
investigation. Previous studies on CSR in Dubai have indi-
cated that while the implementation of CSR initiatives has a
positive impact on financial performance, employee com-
mitment, and corporate reputation (Rettab, et al. 2009),
many managers in the UAE appear to be unaware of what
CSR policies should be and how they should be imple-
mented (Katsioloudes and Brodtkorb 2007). Moreover,
research indicates low levels of awareness of the concept
and practice of CSR within the local community in Dubai
(Goby and Nickerson 2012). As we have outlined above,
since an awareness of a corporation’s CSR initiatives is an
important determinant in how stakeholder groups behave,
and recent studies would indicate that both managers in the
UAE and the general public exhibit limited knowledge, our
study seeks to investigate this further with particular refer-
ence to a set of specific demographic factors (gender, age,
educational level, and nature of employment).
Methodology
Research Aims
This study was undertaken to investigate how familiar our
Emirati population sample was with the general term CSR
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(q. 1), its meaning (q. 2), its perceived efficacy as an
economic driver (q. 3), its nature, that is, whether it is
similar to Islamic zakat or not (q. 4), and its implementa-
tion by specific organizations operating in the UAE (q. 5).
That is, we investigated five inter-related constructs
focusing on degrees of what Block (1995) terms awareness
or consciousness of the concept and practice of CSR within
their local community, the perceived validity of CSR to
contribute to the UAE economy, that is, a perceived eco-
nomic CSRO, and the possible association of CSR with a
religious imperative relating to philanthropy, that is, a
proscribed philanthropic CSRO. This link with religion
was prompted by assertions in the literature that CSR in the
UAE is practiced in line with Islamic philanthropy as
mentioned above. We also included demographic questions
to allow us to relate familiarity with CSR with different
demographic parameters.
Survey Instrument
We knew from previous research attempts in Middle
Eastern contexts that our choice of a viable research
instrument capable of yielding authentic responses was
limited due to the strong tendency toward social desir-
ability characteristic of Middle Eastern cultures (Goby
2009). This derives from the cultural imperative to main-
tain smooth, cordial relations, and an aversion to revealing
personal matters (Zakaria et al. 2003). We chose not to use
an impersonal instrument such as an online questionnaire
since the UAE culture is one in which face-to-face inter-
actions are valued over other interactive modes and which
are therefore more likely to achieve respondent engage-
ment (Zakaria et al. 2003). We opted to design a ques-
tionnaire that would serve as the prompt for short
interviews. To eliminate response bias caused by fatigue or
boredom (Schmitt and Stutts 1985), we confined our survey
items to the following five topic-based questions, presented
here together with each relevant variable in parenthesis at
the end of each question:
(1) Have you heard of the term corporate social
responsibility (CSR)? (familiarity with the term)
(2) Do you know what CSR means? Please give a
definition of CSR (understanding of the term)
(3) Do you think that CSR can contribute to the UAE
economy? If so, how? (belief in the validity of CSR
as an economic driver and perceived economic
CSRO)
(4) Do you believe there is a relationship between zakat
and CSR? If so, please explain (respondents’ under-
standing of the relationship, if any, between CSR
and Islam-inspired philanthropy and perceived phil-
anthropic CSRO)
(5) Please name any organizations/companies that you
know of that are engaged in CSR in the UAE
(practical knowledge of how specific UAE organi-
zations implement CSR)
A final, sixth, question asked for respondents’ demographic
characteristics of gender, age, educational level, and nature
of employment. This was included to allow us to identify
personal factors within contemporary Emirati society in
Dubai that influence knowledge about CSR and how the
respondents conceptualize it.
The questionnaire was developed in a bilingual form. It
was compiled by the authors in English, the common
language of business and tertiary education in Dubai, and
translated into Arabic, the first language of the local
community. The translation was tested for reliability by
bilingual native Arabic speakers of English using the
translation/back-translation method advocated by Brislin
(1980) and extensive discussion took place in order to
verify the translation of the crucial concepts of zakat and
CSR which were targeted in the survey. Zakat, a term that
is commonly used when speaking English, was included in
its Anglicized form in the English version of the ques-
tionnaire. The English acronym CSR was retained in the
Arabic version of the questionnaire as there is no equiva-
lent acronym in Arabic in use in the UAE, alongside the
Arabic translation for corporate social responsibility (Al
Masuolia Al Mojtamaeia Lil Sharekat) which was included
in parenthesis immediately afterwards. This is a literal
translation of the three English words, corporate, social,
and responsibility, which is the expression used in con-
temporary Arabic in the UAE.
Data Collection
Those administering the survey were all bilingual Emirati
nationals and both Arabic and English were used in inter-
viewing respondents. We chose only Emirati nationals to
encourage respondent engagement as research has high-
lighted that Emiratis show a strong preference for inter-
acting with their co-nationals (Goby 2009). All were
female because our research institute could provide no
local male research assistants. We asked administrators to
interview people they knew personally since in Middle
Eastern cultures people prefer to conduct interactions with
people whom they know and with whom they have a
relationship of trust (Weiss 1998; St. Amant 2002). Given
the relationship between interviewer and respondent, we
needed to consider the issue of social desirability bias.
However, since the survey did not focus on sensitive top-
ics, we believed there was little risk of this. That is, the
focus was on respondents’ familiarity with CSR and its
possible link with Islamic tenets; it did not touch on
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respondents’ religiosity. Despite using only female
administrators who interviewed individuals they knew
personally, we considered that, given our context, it was a
suitable approach that would yield authentic, valid find-
ings. Through this method a convenience sample of 267
respondents was achieved. One hundred and forty-four of
our sample responded to the English version of the ques-
tionnaire and 123 to the Arabic version.
Population Sample
The sample that emerged from our Emirati-only respondent
group and employment of only female administrators was,
as anticipated, skewed across some parameters. The fact
that all our interviewers were female would account for the
higher proportion of female respondents (192) given the
cultural proscription of interactions between unrelated
males and females. In terms of age, we had 178 respon-
dents in the 20 to 30 group, 63 in the 31–45 group, and 19
in the 46? group. However, this imbalance reflects the
youthful population of Dubai that is composed of 29.72 %
in the 20–30 age group and only 11.48 % in the age group
of 45 and above (Dubai Statistics Centre 2011). Similarly
in terms of occupation, we had 126 students, 58 govern-
ment workers, 41 not working, and 31 private sector
workers. Again this reflects demographic realities of Dubai
where more than 50 % of the local population aged
between 20 and 30 is in higher education (Statistical
Yearbook 2010). Most working Emiratis are employed in
the public sector workforce where they make up 26 %,
while only 0.5 % of the private sector workforce is Emirati
(Salem and Dajani 2013).
As a multinational hub, with an estimated 220 different
national cultures and diverse religious groups working side
by side, Dubai has a unique profile that is not shared across
the other Emirates, with the possible exception of Abu
Dhabi (Epps and Demangeot 2013; Nickerson and Craw-
ford-Camiciottoli 2013). Our discussion below therefore
reflects the opinions of the Emirati community based only
in Dubai and not those across the UAE.
Results and Discussion
We processed responses (using IBM’s SPSS Version 20)
and we now present and discuss our findings.
Respondents’ Familiarity with CSR
The first question in our survey was whether respondents
had heard of the term CSR; 35 % stated that they had and
65 % stated they had not. Of these respondents, 70.9 %
were able to provide a reasonable explanation of the term.
Question five probed respondents’ knowledge of organi-
zations involved in CSR in the UAE and of specific CSR
initiatives and only 19.5 % provided examples. They cited
a range of different types of organizations, including pri-
vate companies, government institutions, and banks.
When we looked in more detail at the demographic
profile of respondents who said they had heard of the term
CSR (question 1), the analysis yielded a set of interesting
findings which we now discuss in terms of demographic
factors and levels of awareness of CSR.
Language of Response
To establish if the language in which the questionnaire was
completed was relevant to whether respondents had heard
of the term CSR, we correlated the language of response
with the answers to the first question (Table 1).
The a of .867, higher than the p value of .05, indicates
no correlation between the version of the questionnaire
used and yes/no responses suggesting that the language
preferred by individual respondents had no relevance to
their basic familiarity with the term. This was interesting as
it had seemed plausible that a tendency toward English
might suggest more exposure to Western culture and
therefore more experience of the term. However, our
findings indicate that there was no such correlation, a
reflection perhaps of the widespread use of English as a
lingua franca in Dubai and its neutral, rather than culture-
bound, status (Randall and Samimi 2010).
Gender and Age
Many researchers have explored the role of gender in
relation to CSR. Robertson and Ross (2003), for example,
found that females are more sensitive to CSR activities
than males, while Dalton and Ortegren’s (2011) study
suggests that the greater value attached to CSR by females
is the result of response bias and the attempt at social






Have you heard of the term corporate social responsibility?
Pearson correlation 1 .010
Sig. (2-tailed) .867
N 266 266
Responses in English and Arabic
Pearson correlation .010 1
Sig. (2-tailed) .867
N 266 267
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desirability. Given the potential significance of gender in
relation to CSR, we tested for familiarity as indicated by
responses to the first question and gender (Table 2).
We used Levene’s test to assess the equality of variance
between female and male respondents and, finding a to be
substantially higher than .05, could identify no significant
difference as shown in Table 3.
No significant difference among the age groups was
detected in reported familiarity with the term CSR as
indicated in Table 4.
Educational Level
Onewould expect that level of educationwouldhave an impact
on familiarity with CSR since it seems plausible that more
long-term education would impact positively, and, indeed, we
found this to be the case among our respondents. Table 5
indicates that while there is little difference in familiarity with
the term CSR between respondents with primary and sec-
ondary level education, there are significant differences
between these groups and the university-educated group.
This difference can be attributed to two facts. First,
individuals with tertiary education tend to hold higher level
employment positions and are more likely to be involved in
CSR initiatives within their organizations. Second, many
third-level institutions in the UAE are actively involved in
social awareness campaigns making students more cogni-
zant of the broad concept of social and environmental
amelioration, again in a similar way to Western institu-
tions. For example, one of the largest government univer-
sities in the UAE, Zayed University with campuses in the
two major cities of Dubai and Abu Dhabi, is committed to
building a culture of volunteerism in the country and
attempts to involve undergraduate students in activities
relating to public health, environmental matters, literacy,
women and children’s issues, general awareness cam-
paigns, and other outreach areas that enrich society (http://
www.zu.ac.ae/main/en/_ice/comm_serv1.aspx).
Employment Status
A significant difference emerged between the working and
non-working respondents. Tables 6 and 7 illustrate that far
more respondents in the workforce reported being familiar
with the term than those not in employment.
This is perhaps a crucial indication that in Dubai, people
are more effectively exposed to CSR, not through cam-
paigns targeted at consumers, but rather through exposure
to CSR initiatives in the workplace. This hypothesis sup-
ports Christiansen’s (1997) finding that much CSR com-
munication is effectively an act of auto-communication;
that is, the audience most affected is that within the orga-
nization itself rather than its external communities. Studies
of other countries have found a difference between
employees working in the public versus the private sector
in terms of levels of ethical awareness and response to
CSR, for example, Mujtaba et al.’s (2011) for Iran and
Lyons et al.’s (2006) for Canada. However, our study
revealed no significant differences related to employment
in the public versus the private sector. The fact that a wide
range of both public and private sector organizations in the
Table 2 Gender and familiarity with term
N Mean Std. deviation Std. error mean
Have you heard of the term corporate social responsibility?
Male 70 1.63 .487 .058
Female 192 1.66 .476 .034
Table 3 Results of Levene’s test for equality of variances relating to gender
F Sig. t test for equality of means








Equal variances assumed .624 .430 -.414 260 .679 -.028 .067 -.159 .104
Equal variances not assumed -.410 120.283 .683 -.028 .068 -.161 .106
Table 4 Familiarity with term correlated with age
Tukey HSDa,b






Means for groups in homogeneous subsets are displayed
a Uses harmonic mean sample size = 40.456
b The group sizes are unequal. The harmonic mean of the group sizes
is used. Type I error levels are not guaranteed
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UAE engage in various types of CSR activities may
account for our finding.
CSR Orientations
Question 2 asked respondents to provide their own
explanation of CSR and we then identified the themes that
emerged from their definitions. Responses were easily
classified under three categories: social development—
51.7 %; environmental protection—20.4 %; and charity—
19.1 %. A further 5.9 % defined it as both a constituent of
environmental protection and social development, and
2.9 % defined it as having a role in both social develop-
ment and charity. We can interpret the explanations
focusing on social development and environmental pro-
tection as including the social and environmental dimen-
sions of Dahlsrud’s (2008) analysis of how CSR is
defined. If we refer to Carroll’s (1991) work on the pyr-
amid of different priorities in CSR campaigns and Vis-
ser’s (2007) re-working of this for emerging economies,
these findings indicate that almost three quarters of our
respondents (72.1 %) interpret CSR in ethical rather than
philanthropic terms. In contrast, only 22 % (that is,
19.1 ? 2.9 %) of them made a specific link with philan-
thropic CSR. This runs counter to what Visser (2007)
identified as a priority for consumers in the developing
world and it is similar to the finding of Lindgreen et al.
(2009) for managers in Botswana and Malawi. The sig-
nificant number of respondents who identified CSR as
environmental protection somewhat echoes the findings of
Yakovleva and Vazquez-Brust (2012) for CSR within the
mining sector in Argentina where environmental issues
are considered paramount.
Belief in CSR as an Economic Driver
The exponential growth of Dubai over recent decades renders
the issue of the country’s social and post-oil economic
Table 5 Familiarity with term correlated with educational level
Tukey HSD
(I) Educational levels (J) Educational levels Mean difference (I - J) Std. error Sig. 95 % confidence interval
Lower bound Upper bound
Primary High School .130 .144 .637 -.21 .47
University .423a .131 .004 .11 .73
High School Primary -.130 .144 .637 -.47 .21
University .292a .075 .000 .11 .47
University Primary -.423a .131 .004 -.73 -.11
High School -.292a .075 .000 -.47 -.11
a The mean difference is significant at the 0.05 level
Table 6 Familiarity with term correlated with employment status
N Mean Std. deviation Std. error 95 % confidence interval for mean Minimum Maximum
Lower bound Upper bound
Student 126 1.67 .473 .042 1.58 1.75 1 2
Not working 41 1.83 .381 .059 1.71 1.95 1 2
Government 58 1.57 .500 .066 1.44 1.70 1 2
Private sector 31 1.52 .508 .091 1.33 1.70 1 2
Total 256 1.65 .477 .030 1.59 1.71 1 2
Table 7 Familiarity with term correlated with employment status
Tukey HSDa,b
Employment N Subset for a = 0.05
1 2
Private sector 31 1.52
Government 58 1.57
Student 126 1.67 1.67
Not working 41 1.83
Sig. .391 .321
Means for groups in homogeneous subsets are displayed
a Uses harmonic mean sample size = 48.884
b The group sizes are unequal. The harmonic mean of the group sizes
is used. Type I error levels are not guaranteed
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development prominent for many Emiratis. Question 3
queried respondents’ views on the role that CSR can play in
the development of their economy. A substantial number of
respondents, 72.8 %, expressed the belief that it can con-
tribute and this could be regarded as indicating an awareness
of CSR as an integral part of wealth creation rather than as
just an added-on philanthropic component. This equates to
the economic dimension of Dahlsrud’s (2008) definition of
CSR and Carroll’s (1979, 1991) economic orientation. We
pursued this line by querying respondents further as to the
particular ways in which they believed CSR contributes.
Close to half (40 %) stated that it provides economic benefits
to the community at large which can once again be inter-
preted as ethical CSR, that is, they perceived economic
contribution associated with CSR as a norm-imposed obli-
gation or something which is viewed as contributing to the
common good. In contrast, only 8.9 % stated that its eco-
nomic benefit is in the form of charity indicating these
respondents’ equation of CSR with philanthropy rather than
with ethical CSR. Yakovleva and Vazquez-Brust (2012,
p. 194) make the point that ‘‘CSR in developing countries is
less formalized and institutionalized; business often deals
with social issues that in developed countries are mostly
government responsibility, such as investment in infrastruc-
ture, schools, hospitals and housing.’’ In contrast, in the case
of Dubai, its strong economy has allowed its government to
successfully provide this infrastructure and this would also
encourage locals to perceive CSR less in philanthropic terms.
That is, given that their basic needs have already been met
they have no need of philanthropy and are therefore in a
position to envision CSR as a means to achieving more
advanced environmental and economic objectives.
A further 17.8 % of respondents identified a benefit of
CSR as that of spreading awareness of particular issues.
This perhaps suggests some confusion between purely
informative campaigns for social good, such as govern-
mental health and safe driving campaigns, and corporate
initiatives used as part of social marketing campaigns.
Increased sales and company revenue were cited by 11.1 %
as a benefit of CSR. This is quite a low figure and suggests
that our respondents were focused more on the broader
social and environmental benefits of CSR than on the
specific economic advantage to be accrued by individual
organizations engaging in CSR. These interpretations of
CSR contrast starkly with both the findings of a study in
Cyprus, where most respondents believed the main reason
for engagement in CSR was because of the fiscal benefits to
the organization resulting from tax-deductible CSR
expenditure (Papasolomou-Doukakis et al. 2005), as well
as the widely held belief reported in India that at least some
corporations engage in philanthropic CSR as a means to
hide corruption (Sundaresan 2010). Our Dubai respondents
display a more positive attitude to CSR.
Religious Dimension of CSR and zakat
Given the dominance of the practice of almsgiving within
the local culture of Dubai, we wished to investigate if this
Islamic precept would have a significant impact on the
Emirati conceptualization of the nature and role of CSR.
Existing studies have indeed indicated that it does. Qasim
et al. (2011), for example, argue that much CSR conducted
in the UAE is, in Carroll’s (1991) terms, more philan-
thropic than ethical, and Rettab et al. (2009) insist that
many companies operating in the UAE design their CSR
initiatives as philanthropy in line with the principles of
zakat. Our fourth question probed the possible influence of
zakat on how CSR is perceived and, significantly, 59.8 %
stated that there is no relationship between CSR and zakat.
This distinction between a religious precept and CSR
reflects the view expressed by Western consumers in pre-
vious studies that the emphasis should be on an ethical
orientation and discretionary philanthropy and not on CSR
as an obligatory philanthropic initiative.
The distinction made by our respondents between CSR
and zakat may be due partly to the recent increase in high
profile ethical CSR initiatives specifically related to the
environment and the general emphasis on environmental
issues in the UAE. One example of such an initiative is the
UAE government’s undertaking to reduce the country’s
carbon footprint (http://www.footprintnetwork.org/images/
uploads/UAE_LPR_supplement_EN.pdf). Another is the
experimental city, Masdar, vaunted to be the world’s first
carbon free community and located on the outskirts of Abu
Dhabi, the UAE capital (http://www.masdar.ae). Such
widely publicized initiatives perhaps made it possible for
our respondents to distinguish CSR, as a sustainable social
or ethical obligation, from traditional forms of zakat that
are more similar to philanthropy. This provides an example
of Quazi’s (2003) concept of CSR as representing a
changing social contract determined by a general agree-
ment between business and society since our finding sug-
gests there is a shifting view toward a concern with
environmental issues. We could hypothesize that given
Dubai’s meteoric rise as a commercial hub with the con-
comitant strong presence of MNCs there and the currently
high levels of education among its citizens, the local
population has quickly absorbed a more evolved form of
CSR and is able to distinguish CSR activities from the
Islamic tradition of personal and corporate donations.
Implications for Managers and Policy Makers
The low levels of general familiarity with CSR and the
almost negligible knowledge of specific CSR initiatives
among our Emirati respondents suggest that CSR is a largely
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untapped resource for organizations operating in Dubai.
Moreover, our findings in relation to the perception of CSR
versus zakat are at variance with current views on imple-
menting CSR in Muslim contexts. That is, scholars such as
Saeed et al. (2001) assert that Muslim countries tend to focus
on those values that derive directly from their religion and
Katsioloudes and Brodtkorb (2007, p. 12) assert that ‘‘the
heavy influence of Islam on businesses in the [Gulf] region
implies a strong foundation upon which to establish CSR
policies and practices’’ (2007, p. 12). However, almost 60 %
of our respondents did not perceive a link between CSR and
Islamic philanthropy (question 4) indicating that respondents
did not typically associate CSR with religious principles. In
Kohlberg’s (1969) terms, we could interpret this as a shift
from the stage of maintaining social order—as would be the
case if the new practice of CSR is regarded as fitting the
mold of traditional zakat—to a stage of universal principles
in which individuals work toward a conception of a good
society—the CSR principle of promoting ethically mature
corporate and social citizenship.
The managerial implication of our findings is that con-
sumers within the increasingly sophisticated economic
context of Dubai appear ready to embrace CSR as a force
for social and economic development. Dahlsrud (2008,
p. 6) argues ‘‘the challenge for business is not so much to
define CSR, as it is to understand how CSR is socially
constructed in a specific context and how to take this into
account when business strategies are developed.’’ Our
study suggests that managers need to be more conscious of
the impact of high wealth indicators on culture as they
attempt to roll out CSR initiatives in emerging economies.
Indeed, indications that the principle of helping less priv-
ileged members of society is already evolving, is suggested
by the increase in volunteerism. One example of this is the
highly successful ‘‘Dubai Cares’’ campaign. This initiative
began in 2007 during Ramadan, a month of fasting and
repentance and the most active time for almsgiving, when
it set out to collect money to fund primary school education
in developing countries. By the following year, it had
shifted focus from the straightforward collection of money
to the encouragement of citizens to devote their time to
initiatives aimed at social improvement both within and
outside the country’s boundaries (Al Lawati 2008). We
could construe this as an evolution of the original donation
of money to the poor toward a more sophisticated, and
sustainable, interpretation of social assistance. An analo-
gous development that may be noted here is the awareness
on the part of some Muslim scholars of the need to revisit
zakat to render it more relevant to modern systems of
taxation, fiscal control, and social commitment (Hasan and
Al Jaouhair 2010).
This apparent evolution of philanthropy has not yet
emerged from studies on the conceptualization of CSR in
other Muslim countries. For example, in the largely Mus-
lim Arab countries of Lebanon, Jordan, and Syria, CSR is
still understood and practiced as philanthropic action (Ja-
mali and Mirshak 2007; Jamali et al. 2008; Jamali and
Sidani 2012) and in Muslim Turkey the drivers associated
with CSR are identified as being institutional and exoge-
nous rather than cultural or endogenous (Ararat 2008). The
difference may be a result of the economic health of a
country. The UAE has a per capita GDP of USD 42,691,
Lebanon, USD 9,764, Syria, USD5100 (estimated), and
Turkey, USD 10,946 (World Bank 2013). The implication
is that policy makers need to balance their concern with
local culture and religion with the economic variables of a
country rather than approaching CSR design solely from
the perspective of culture and religion.
What makes our Dubai study significant is the lack of
local need for corporate contribution to infrastructure,
education, healthcare, and housing that characterizes the
expectations of CSR within low GDP countries. Our find-
ings suggest that local consumers in Dubai have gone
beyond an equation of CSR and philanthropy which indi-
cates that organizations may no longer need to confine
themselves to developing their CSR activities on philan-
thropic lines as suggested in earlier studies (Rettab et al.
2009; Qasim et al. 2011).
Limitations and Future Research Directions
Given the dearth of research on consumer attitudes to CSR
in Dubai, we restricted our study to a preliminary explora-
tion of this and did not assess managerial perspectives or
consumer loyalty in relation to CSR initiatives. Yet, despite
its limitations, we believe our investigation offers an
important contribution by highlighting the fact that Dubai
consumers seem prepared to embrace CSR initiatives that go
beyond philanthropy and that feed into social, environ-
mental, and economic amelioration. This point has signifi-
cant implications for Dubai-based businesses wishing to
enhance their CSR platforms, suggesting the potential value
of ethical CSR campaigns that refer to, but are not limited
to, the Islamic precept of concern for one’s community.
Such a strategy may usefully guide the implementation of a
Triple Bottom Line approach which can satisfy both reli-
gious and cultural values and the increasingly sophisticated
understanding of the role of CSR in Dubai’s fast changing
social and economic climate.
The evolving conceptualization of CSR in the fast
changing countries of the Arabian Gulf is a fertile
research area. This is so partly because, while they rep-
resent emerging economies with a strong religious tradi-
tion of philanthropy, their governments have been able to
provide the infrastructures often contributed by corporate
philanthropy in developing nations. They can, therefore,
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be expected to represent a different approach to CSR from
that typical of the low GDP emerging nations that have
been investigated by scholars. An exploration of this
evolving conceptualization would not only ensure greater
satisfaction for the increasingly sophisticated, educated,
and wealthy Muslim population worldwide, but it would
also feed more effectively into social and environmental
improvement within each local context. In Dahlsrud’s
(2008) terms, corporations and scholars need to consider
how, in economically robust Muslim countries, economic
orientations identified by our respondents could be
incorporated into CSR in parallel with Islamic principles
of philanthropy.
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